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https://youtu.be/9IprYNxxW4c
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WINS & ACCOLADES

#1 Best Island, USA » #6 Best Place to Visit in Florida
Global Traveler Magazine, 2024 -2026 US News & World Report, 2025

#1 Best Family Beach Town, Florida East * #9 Top Island in the US

Wherever Awards, 2023-2026 Conde Nast Traveler, 2025

#2 Best Islands in the Continental US » #10 Best Beach Towns in the South
Travel + Leisure, 20232025 Southern Living

#3 Most Charming Small -Town

Downtowns in America - HGTV 2025




CHALLENGES

Headwinds Competitiveness

* Overall economic uncertainty « Aggressive destination competition

* Sustained Inflationary pressures In-destination spending compression

Elevated airfares / fuel Downward ADR pressures

Declines in disposable income Shorter length of stay
Geopolitical / conflict fatigue

International weakness (CDN/UK)

Volatility within meetings

Evolving labor force
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LOOKING FORWARD

Opportunities
Sea of Sameness - Resolved

Defined unique brand differentiation
Resonate and appealing to a refined

target audience

Constantly refining our geographic target




STATE OF
TOURISM & TRAVEL
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TRAVEL & TOURISM

Year in Review

Traveler Sentiment
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Jacksonville
Aviation
‘ Authority

Jacksonville International Airport - Cecil Airport - Jacksonville Executive at Craig Airport - Herlong Recreational Airport 3
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System
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International
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#D JAX

JAX Passenger Traffic Has Hit < s
Record High Levels

4 N\

* New record with 7,629,080 total passengers in 2024 —
up 6% from previous record in 2019
Annual Passenger

Traffic (Millions) « 2025 passenger traffic within 1% of record in 2024
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JAX

JAX Current Service Map sackeonvle

Airport

Seasonal Service
Special Event
Announced

Source: Cirium schedules for September 2025 (as of 2/11/2026).
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Jacksonville
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SEVEN BRIDEES MARKETPLAGE

by WHSmith

FEATURING SHOPR-IN-SHOP
EXPERIENCES!
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My Opinion




-Thanks for your
support of the JAA

“To Infinity and Beyond”




DESTINATION
' NEW POSITIONING
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JACQUI HARTNETT

Chief Executive Officer

AIGE MCDONALD DALE BARON

Account Director Executive Creative Director

MARLO RUSOM CYNDY MURIETTA

Group Creative Director Media Strategy Director




A Brand On A Mission
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BUILDING THE FOUNDATION
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EMOTIONAL POSITIONING

Your kind of
unwind

Clearly for you

What comes
naturally

Making
memories

Relaxation,
refined

Wander well

Your kind of
unwind vs
Clearly for you

Your kind of
unwind vs What
comes naturally

Relaxation, refined
vs What comes
naturally

Relaxation, refined
vs Wander well

Your kind of
unwind

Relaxation,
=lilgl=Ye!

Your kind of
unwind




THE CORE INSIGRHT

There's a place where the gentle pull of the tides inspires you
to wander more freely. To relax. To let go. To do you.

To simply be present with yourself, your loved ones, and with
the world around you. Let the ocean breeze guide you as the
feeling of total relaxation takes hold.

This is your Rind of unwind.









https://youtu.be/EuskcagcjYc
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http://drive.google.com/file/d/1VwCFJCHqqdqY1Kpp4Sab190TlFT_14a6/view
http://drive.google.com/file/d/1bKYuG6mI5ES_3mRn7wHVFcyjRJljZwoK/view
http://drive.google.com/file/d/1dOxoMG0PSjN_o1qDSsmgr4SvaZsCoNQR/view
https://youtu.be/KbsoPXCssq0
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http://drive.google.com/file/d/1RRn9JPTfJ3a0V8h6aB7kg9CiPaI6ICaa/view
https://youtu.be/TDyGraAEVeo




The Unwind Effect
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Mindset Targeting

Reach our targets in a
positive, relaxed mindset,directly
supporting the brand promise of

"Find Your Unwind".

Sl

Mood-Congruent Processing

People recall and process
information in a way that
matches their current
emotional state.

Spillover Theory

Emotions elicited by the
content surrounding the ad
spillover to the ad itself.




FIND YOUR UNWIND
IN THE WILD

Highlights from this year

Mindset Targeting such
as NYT Games

The Conde Nast Traveler
“Sensory Gallery”

ADVERTISEMENT

Chartaeour<c for Amelialsland, FiE

Continue to Wordle °

Condé Nast

raveler

Wordle

Get 6 chances to guess a
5-letter word.

( Login )
C How to play )

January 4, 2023
No. 564
Edited by Tracy Bennett
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BOOKING INSIGHTS

36% 3.9 b57% 3.9 1% 3.7

Families Nights Stay Couples Nights Stay Solo Nights Stay

Sourced: Impact 10.1.25-6.30.26
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BOOKING INSIGHTS

h

Flight Bookings Hotel Bookings

7.4 40.1 6.4 37

DAYS DAYS DAYS DAYS

B SEARCH TO BOOK B BOOK TO ARRIVAL

Sourced: Impact 10.1.25-6.30.26
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FALLMREY LAV AN O
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Hotels

TOP ORIGIN MARKETS

Atlanta GA New York NY (JFK)
Orlando FL Washington DC (IAD)
Jacksonville FL Boston MA (BOS)

New York NY Philadelphia PA (PHL)
Tampa FL X Newark NJ (EWR)
Charlotte NC Flights Chicago IL (ORD)
Washington DC Atlanta GA (ATL)

Savannah GA Baltimore MD (BW1I)
Chicago IL Raleigh/Durham NC (RDU)
Boston MA White Plains NY (HPN)

Sourced: Impact 10.1.25-6.30.26
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RETURN ON INSPIRATION

34% 33%

CTR/Google

YOY in CTR/Display Paid Search

Banners

123% '30%

YOY Demand Gen YOY in CTR/Meta
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EVEN BIGGER WINS

Fi
$4,966,600 6,828 4,774 10,562

Hotel Revenue Hotel Room Nights Vacation Rental Room Nights Travelers

m

Figures derived from Impact + Expedia bookings observed from exposure to ads

SIS T T N N AR T =

il " f--__ ;-J..r_. r | /| !
LN

i D O W VL T T B i



Find our unwind

Now, It's your turn..
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MARKETING STRATEGY

Align Messagmg

e Amelialsland.com
* Email Marketmg
e Social Media

AVELIVGISLAND

L P u b lic Re 1 a t iO n S Northeast Florida's Coastal Gem

Experience the luxury of letting go.




Communication

* Engagement

Collateral

DISCOVER PLAN THE ISLAND

Business Listing

New tourism-related business
partners can submit for a free
listing on Amelialsland.com and
use the same form to refresh
listings as needed.

SUBMIT INFO

AMELIN&ISLAND

Upload Your Photos

Upload your best photos and
videos for your business listing
to shine bright! Uploaded
content may also be featured
in blogs, itineraries or social media.

UPLOAD IMAGES

500 o CRED

Calendar of Events

Showcase your special events that
will inspired visitors to plan a trip
and catch something unique to do
while they're here.

CREATE EVENT

AMELIN&ISLAND

CONVENTION & VISITORS BUREAU

E-mail or call to replenish your stock:

info@NassauCountyFLChamber.com

Q04-261-3248

AMELIAG [SLAND

AMELIAG ISLAND

FERNANDINA BEACH
MISTORIC WALKING TOUR

EporingHtori-Bosgue bl ety
> A Walking Guide:

%
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OMICLAL NORTHIAST FLOKIDA
GOLF GUIDE




EVENTS COMMUNITY
HOSPITALITY

* Event Support

 (Collaboration

* Looking Forward

R -

FERNANDINA
BEACH

MAIN STREET
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QUESTIONS?




Thank you

Don't forget to tip your valet
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